ABSTRACT
INTRODUCTION
The rapid growth of the middle class is generally a phenomenon in the developing countries. The proportion of middle-class society to total Indonesian population is estimated to increase from 56.5% in 2010 amounted to 68.4% in 2015 and by 76.1% in 2020 (http:// www.bankmandiri.co.id/indonesia/ Eriview-pdf / OJHH51192704.pdf) Industry update, Bank Mandiri, Volume 16, September 2014. The growth of the middle class is driven by good education, high employment opportunities, and good purchasing power so that their consumption activity is also good. According to Sumarwan (2013) the middle class in Indonesia expressed itself through consumption activities (http://swa.co.id/businessstrategy/inilah-iurus-them-marketing-class).
The increasing number of public incomes, rising population with demographic bonuses and rapid growth of the middle class, urbanization, a strong level of consumer optimism, and the growth of commercial property into drivers of retail industry demand. The current wave of retail growth in Indonesia is increasing from year to year. The Nielsen Company (2011) assesses the trend of shoppers in Indonesia is growing increasingly impulsive each year. The impulsiveness of shoppers in Indonesia, can be a great opportunity for manufacturing companies and retailers to develop their ideas and attract the attention of people to shop more often (http://www.tempo.co/read/news/2011/06/21/090342265/ Manager-lndonesiaMakin-Impulsif).
The need to know impulsive buying purchases at retail stores was first recognized in the marketing literature more than 50 years ago (Clover, 1950 in Tinne, 2010 . Rook and Gardner (in Muruganantham and Bhakat, 2013) defines impulse buying as an unplanned behavior involving quick decision-making and tendency for immediate acquisition of the product. Impulsive purchases do not perform the usual steps in purchasing decisions. The impulse buying process begins with product awareness gained by browsing. At the time of browsing was the consumer stimuli to make a purchase. When the desire to buy it increases then the decision to buy immediately done without seeking information or to evaluate other alternatives (Tinne, 2010) . Then, after making a consumer purchase will have positive or negative consequences for the decision. When decisions are made negative they will regret known as post-purchase regret (Saleh, 2012) .
According to Chen (in Yang, Huang and Feng, 2011) , impulse buying is influenced by factors such as external stimuli (buying frequency, store displays, promotions and advertising, atmosphere in the store and retailers), internal perceptions (lifestyle, personality, emotion, Money and time pressure), buying behavior (price, the time of purchasing, payment) and demographic variables (age, gender, income, occupation, marital status, education, household income and social status). Research Graa and Maachou Dani-elKebir (2011) based on some previous research such as Eroglu & Machleit, 1993; Mitchell, 1994; Donovan et al., 1994 found that sales atmosphere is also one of the important factors that can stimulate people's desire to make purchases impulsively. Luo's research (in Cho, J., Ching, GS, & Luong, T.-H, 2014 ) stated that positive word-of-mouth of referenced groups about a product can give positive effect on consumers to make spontaneous and unplanned purchases. In other literature also mentioned that there are four factors related to impulse buying behavior that is consumer characteristics, store characteristics, situational factors and product characteristics (Tinne, 2010) .
Several other studies such as those conducted by Robert and Jones, 2001; Kim, 2001; Karbasivar and Yarahmadi, 2011) found that the use of credit cards as a method of payment could affect purchases impulsively. The number of promotions given to credit card users such as in restaurants and retail is one effective way done by banks to make consumers more transactions with credit cards. This strategy will encourage consumers to impulse buying, where they are without plans to use credit card with attractive promo or discount offer (Marketing, May 2014) . However, since 2013 Bank Indonesia has attempted to halt the growth of credit cards. BI policy by limiting customers with income Rp 3,000,000, -to Rp 10.000.000, -per month maximum can only have two cards. The impact of the policy of the national credit card industry grew only 1%. Due to the small growth of credit cards today many banks are switching to market debit cards. (Http://swa.co.id/business-research/ transaksi-kartu-debit-most-setara-kliring-perbankan-about-rp-12-trilMonday, April 18, 2014). The growth in the volume of debit card transactions in some banks has now beaten credit cards. This opens opportunities for banks to increase debit card transactions to achieve non-interest income and increase third party funds. To encourage customers to be transacted by debit card, some banks are quite incentive to do promos such as reward points, buy one get one etc. Although according to some banks such as BNI and Citibank currently debit cards are used for daily transaction transactions to meet the primary needs, but if the campaign is done vigorously this may encourage consumers to make impulse buying.
Based on the above background, this research would like to examine the factors that encourage impulsive buying behavior, especially caused by the increasingly vibrant store atmosphere, in-store browsing, in-store layout, salesperson, intense promotion conducted by retailers, referenced groups, consumer emotions while shopping both positive and negative emotions that enable impulse buying. In addition to other methods of payment in addition to cash as using a credit card or debit card will be examined also the effect on the occurrence of impulse buying. Furthermore, the effect of impulse buying behavior on post regchase regret will be investigated. Objects to be studied is a mini market that is currently growing lively Greater Jakarta region and all over Indonesia.
Considering the numerous changes in transactions, a community of cash usage to cashless, it is crucial to examine the influence of the use of credit card or debit card against impulse buying. The research problem is organized as follows.
Based on the formulation of the above problems, then the research problem can be formulated as: The purpose of this study is to analyze and determine the factors that influence the behavior of impulse buying consumers in mini market (convenience store), which viewed from the influence of variable store atmosphere, in-store browsing, in-store layouts, salesperson, promotional approach, reference group, use of payment card (credit and debit card) and shopping emotion both positive and negative. Then to identify the influence of impulse buying behavior to post purchase regret. Therefore, it is expected that information to companies, especially retail stores in decision-making of the factors affect impulse buying and keep the consumer remain loyal without any regret.
THEORETICAL FRAMEWORK AND HYPOTHESIS DEVELOPMENT
According to Engel and Blackwell (1982) impulse buying is an action undertaken without previously having been consciously recognised or a buying intention formed prior to entering the store, impulse buying according Beatty and Ferrell (1998) is a sudden and immediate purchase with no pre-shopping intentions either to buy the specific product category or to fulfill a specific buying task, whereas unplanned reminder buying may simply be "out of stock" reminder buying. This study discusses the antecedent of impulsive buying behavior that consists of store atmosphere, in-store browsing, in-store layout, salesperson interaction, promotional approach, reference group, bank card payment and shopping emotion. Notably, to know whether impulse buying behavior affect the disappointment of consumers after making a purchase (post purchase consumer regret).
Some research results in a pleasant store atmosphere can encourage consumers to make purchases impulsively (Crawford & Melewar, 2003; Kaur & Singh, 2007) . Furthermore, Mattila and Wirtz (2008) observed that in-store environment consisting of background music played in-store, store color, aroma in-store will give positive influence to impulsive purchasing. Based on this hypothesis can be written as follows:
H1: store atmosphere affects impulse buying behavior
Browse people often make more unplanned purchases than non-browsers and the more time for in-store browsing can increase the chances of impulsive buying (Crawford & Melewar, 2003; Sam, Jeffrey, Yanliu, & Jacob, 2013) . It is also revealed by Beatty & Ferrel (in Foroughi, Buang, Sherilou 2011 ) which states that in-store browsing has a tendency to make purchases impulsively and have a positive influence with impulse buying.
H2: in-store browsing affect impulse buying behavior
Meanwhile, lay out a comfortable store with a good image can increase shopping convenience which can further affect the impulse buying behavior (Crawford & Melewar, 2003) .
H3: Positive perceptions of in-store layout will affect impulse buying.
Yu and Bastin 2010 argue the praise, hospitality, and help provided by store employees can provide positive emotions to consumers that can subsequently affect the impulse buying behavior.
H4: The interaction between salespersons and consumers will affect impulse buying
Wong and Zhou (2003) state that the price of the product affects impulse purchases. Consumers tend to buy products at special prices, or if there are promotional activities (Dholakia, 2000) .
Harmanciouglu (2009) suggests that in order to promote impulse purchases and the desire to try new products, marketers should make the consumer happy and the fun atmosphere in the promotional activities undertaken.
H5: Promotional approach will affect impulse buying
Positive word-of-mouth of the group referenced on a positive product may affect product evaluation and individual buyer decision making, spontaneously convincing them to purchase unplanned items (Luo, 2004 
METODS
Testing the hypotheses proposed in the previous model involved developing and administering a questionnaire to sample of consumers at convenience stores. Equally important, assessing the reliability of the scales employed, and conducting a path analysis model to examine impulse buying behaviors among respondents.
Sampling procedure
Population for this study consists of the all consumers who have made purchases in the mini market (convenience store) around Greater Jakarta on February 2015. Sampling technique used for the present study is a convenience sampling procedure. Self-administrated questionnaire was distributed to the respondents. A total of 350 questionnaires were distributed to the respondents and 244 questionnaires were found to be useful with complete answers (response rate of about 69.7 percent). Renny Risqiani
The variables in the theoretical model were measured on five point scales ranging from 1 = strongly disagree to 5 = strongly agree
Collection Techniques and Data Types
The technique used to collect data is field-research is research conducted by collecting data directly by approaching the respondents. While the data used in this research is the primary data obtained directly from the respondents, by distributing questionnaires. Respondents are given a list of questions to be answered.
Respondents' characteristic
Based on the results of questionnaires, the characteristics of respondents are as follows: The majority of respondents visited the store every week (42.2%).
Testing Research Instrument Validity test
Validity testing is done to test how well an instrument is made to measure a particular concept to be measured or in other words the validity is related to whether the researcher measures the right if doing a direct assessment of the correlation coefficient, we can use a minimum value limit of 30 correlation. According to Azwar (1999) all items that achieve a correlation coefficient of at least 0.30 of the dissipation power are considered satisfactory. items cannot be included in subsequent data processing.
concept (now, 2003). Validity test is done by finding correlation of each indicator to its total value

Reliability Test
According Sekaran (2006) , the basis of decision-making reliability test are as follows:
1. If the coefficient Cronbach's Alpha > 0.6 then declared Cronbach's Alpha acceptable (construct reliable).
2. If the coefficient Cronbach's Alpha <0.6 then declared Cronbach's Alpha poor acceptable (contruct unreliable).
Validity and reliability were performed with software SPSS 22.0. The results of validity and reliability test for each research variable are as follows: 
Data Analysis Method
The analysis technique used in this research is Structural Equation Model (SEM) which is operated by AMOS program.According to Hair et al (2010) , conformance testing the model goodness of fit is done by looking at some measurement criteria as follows: show the fit and marginal model, so the theory hypothesis can be continued
Data Analysis
The test results on the hypothesis proposed in this study are summarized in table 5 below: As shown in Table V , the Results of Hypothesis Testing:
Based on the test results obtained significant value (p value) of 0.174 (p value > alpha 0,05). This indicates that store atmosphere has no effect on impulse buying behavior. The results of this study indicate that the store environment such as the atmosphere of a fun store, music in-store and store smell do not have a significant effect on the behavior of impulse buying. The results of this study
are not in line with research conducted by some previous researchers such as Graa, Dani-Elkebir and Bensaid (2014) ; Azim (2013) who found that the store's atmosphere has a significant effect on impulse buying behavior.
Hypothesis #2:
The results of research for hypothesis 2 show the value p = 0, 154 where the value is greater than alpha 0.05, it can be interpreted In-store Browsing has no effect on impulse buying behavior.
That means more time is available to shop, the longer people are in the store does not lead toward impulse buying. The results of this study do not coincide with Lee's previous research (in Nameghi and Shadi, 2013) which show findings that emotions have a considerable influence on green consumer behavior.
Hypothesis #3:
The result of research shows that sig value 0,096 > 0,05, can be interpreted that in-store layouts have no effect to impulse buying behavior. Although store interiors are neatly arranged, attractive product displays and clear store instructions in a convenience store do not cause people to make impulsive purchases.
Hypothesis #4:
Based on the results of the research shows that the value of sig 0.005 < 0.05 which showed Ho rejected. These results can be interpreted that the sales person can affect the impulse buying behavior.
A friendly shopkeeper and able to communicate well with customers can increase the customer's interest in impulse buying.
Hypothesis #5:
The result of the research shows that sig 0,000 < 0,05 indicates that promotion by convenience store has an effect on impulse buying behavior. Promotions such as "buy one get one, free gift, or discounted price" can increase consumer interest to buy product that is not planned before.
Hypothesis #6:
The result of this research shows that sig value 0,014 < 0,05 means that reference group influence to impulse buying behavior. Consumers who shop with friends or family will influence purchases impulsively. These results support the results of previous studies conducted by Cho, Ching & Luong (2014) .
Hypothesis #7:
Research on the effect of payment system used in retail stores, either by credit card or debit card to impulse buying behavior is made in two hypotheses that result as follows:
Based on the results obtained for the hypothesis 7a obtained a significant value of 0.715 (> 0.05), which indicates that the use of credit cards does not affect the behavior of impulse buying. As for the payment using debit card (Hypothesis 7b) obtained a significance value of 0.000 (< 0.05). Altogether, these results indicate that payments by debit card can affect the impulse buying behavior of 0.303.
On the contrary, the results of this study do not support the results of previous research conducted by Thomas, Desai, Seenivasan (2010) which states that both credit and debit cards have a positive and significant impact on impulsive purchases. Henceforth, these are results indicating that the consumer will make an impulsive purchase if payment can be made by credit card and debit card.
Hypothesis #8:
The results of the research for hypothesis 8a show sig value 0.819 > 0.05 which shows that positive shopping emotion has no effect on impulse buying behavior. Furthermore, for hypothesis 8b got the sig value of 0.291 > 0.05 means negative shopping emotion has no effect on impulse buying behavior. Given these points, consumer's impulsive buying behavior at minimarket is not influenced by shopping emotion either positive shopping emotion or negative shopping emotion.
The results of this study do not entirely support the results of previous research conducted by Cho, Ching & Luong (2014) . Based on the results of this study positive emotions have a positive influence on the purchase of unplanned products (Chang et al., 2011) , but negative emotion has no effect on impulse buying behavior.
Hypothesis #9:
Based on the results obtained for the hypothesis 9 obtained a significant value of 0.002 (<0.05)
indicating that Impulse buying behavior affects the Post Purchase Consumer Regret of 0.207. These results show that consumers feel sorry when they purchase unplanned products. The higher the impulse buying behavior the higher the post purchase consumer regret. The results of this study are in line with previous research conducted by Saleh (2012) from the results of his research indicates that unplanned purchases have a positive effect on Post-Purchase Regret.
CONCLUSIONS
This study discusses the variables that can affect consumers to make purchases in impulsive or purchases that are not planned before. As has been noted, to know whether impulse buying behavior affect the disappointment of consumers after making a purchase (post purchase consumer regret).
From the results of the study found that there are four variables that affect the impulse buying behavior, namely the role of salesperson, there are sales promotions, the participation of reference groups and payments made by debit card. These four variables give as much as the same effect, the existence of a salesperson or shopkeeper who can be friendly who can communicate and help consumers can influence impulsive purchases.
Some other variables tested do not show a significant effect on impulsive buying behavior is store atmosphere, in store browsing, emotional level or shopping emotion either positive or negative emotion and payment by using credit card. This is possible because the research is done at convenience stores where consumers only shop for daily needs in a handful number by and large. Consumers do not take long in shopping so do not pay too much attention to the atmosphere of the store. From the results of the study also found that consumers disappointed after making an impulsive purchase.
Managerial Implications
The results of this study have important implications for specialized companies in the convenience store. Consumers will be encouraged to make an impulsive purchase if the sales person can be friendly and ready to help the consumer if needed. The readiness and friendliness of employees in serving consumers can occur when companies often provide training to employees. Employees are also enforced well and put into effect reward and punishment system that can increase work motivation.
On balance, reference groups or reference groups have an effect on impulsive buying behavior.
The tendency of consumers to shop more is high when accompanied with a mutual friend. Reference groups can also mean people who are influential in purchasing a product. In addition to sales person and reference group, promotions made by the store can also attract consumers and encourage them to make purchases impulsively.
Additional value that can encourage the purchase of impulsive payment system is by using a debit card and not with a credit card. It is interesting to note, at the convenience store consumers do not make purchases in large quantities so payment using credit card does not give a significant effect while consumers can use a debit card in lieu of cash.
Other research results show consumers regret after making an impulsive purchase. The negative consequence of consumer disappointment is that consumers become disloyal even spreading negative word of mouth. Henceforth, the company needs to consider the factors that can reduce consumer disappointment.
Limitations and Suggestions for Future Research
This research is only done at the convenience store in Greater Jakarta so that the result only applies to the object under study and cannot be generalized. The variables studied are also only some that affect impulse buying behavior and post purchase stage. For further research it is necessary to examine the variables that affect the post purchase so that consumers can reduce consumer disappointment.
